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Secretary 
Federal Communications Commission 
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445 - 12' Street, S.W. 
Room TW-A325 
Washington, D.C. 20554 

Ms. Marlene H. Dortch Ol-235 

In re: 2002 Biennial Regulatow Review (MB Docket 02-277. et al.) 

Dear Ms. Dortch 

On behalf of Mt. Wilson FM Broadcasters, Inc.? licensee of stations KMZT-FM, Los 
Angeles, California; KSUR, Beverly Hills, California and KMZT(AM), San Rafael, 
California, there are herewith transmitted an original and nine copies of a Petition for 
Reconsideration of the Commission's Reuort and Order and Notice of Proposed 
Rulemaking in the Matter of the 2002 Biennial Regulatow Review. et al. 

Robert B. Jacobi 

RBJ:btc 
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In the Matter of 

2002 Biennial Regulatory Review - 
Review of the Commission’s Broadcast 
Ownership Rules and Other Rules 
Adopted Pursuant to Section 202 of the 
Telecommunications Act of 1996 

Cross-Ownership of Broadcast Stations 
and Newspapers 

Rules and Policies Concerning Multiple 
Ownership of Radio Broadcast Stations 
in Local Markets 

Definition of Radio Markets 

Definition of Radio Markets for Areas Not 
Located in an Arbitron Survey Area 

To: The Commission 
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MM Docket 01-235 

MM Docket 0 1-3 17 

MM Docket 00-244 

MB Docket 03-130 

PETITION FOR RECONSIDERATION 

Mt. Wilson FM Broadcasters, licensee of stations KMZT-FM, Los Angeles, 

California; KSUR(AM), Beverly Hills, California and KMZT(AM), San Rafael, 

California, by and through counsel, respectfully petition for reconsideration of the 

Commission’s Report and Order and Notice of Proposed Rulemaking in the Matter of the 

2002 Biennial Regulatory Review. et al. released July 2, 2003 (MB Docket Nos. 02-277, 

03-130 and MM Docket Nos. 01-235. 01-3 I7 and 00-244). Specifically, Mt. Wilson FM 



Broadcasters, Inc. (hereinafter “Mt. Wilson”) seeks reconsideration of Section 

73.3555(a)(l)(i-iv) and Note 2(k) to Section 73.3555 of the new Rules. In support 

thereof, the following is stated 

1 .  Section 73.355S(a)(l)(i-iv) sets forth permissible limits as to 

cognizable interests in commercial radio broadcast stations in given markets. The limits 

depend upon the total number of stations (commercial and noncommercial) in the 

Arbitron Metro Markets. The term “cognizable interests” is defined in Note 1 to Section 

73.3555 as follows: 

“. . . any interest, direct or indirect, that allows a person or 
entity to own, operate or control, or that otherwise provides 
an attributable interest in, a broadcast station.” 

A Joint Sales Agreement is defined in Note 2(k) to Section 73.3555 as follows: 

“Joint Sales Agreement” is an agreement with a licensee of a 
“brokered station” that authorizes a “broker” to sell 
advertising time for the “brokered station.” 

2. The limits on “cognizable interests” in Sections 

73.3555(a)(l)(i)(ii)(iii) and to some extent in (iv) apply only to “cognizable interests” in 

commercial stati0ns.l’ The instant Petition for Reconsideration proposes to apply the 

limits to “cognizable interests” in both commercial and noncommercial stations and to 

expand the definition of a Joint Sales Agreement to specifically include underwriting 

Section 73.3555(a)( I)(iv), states that “cognizable interests” include both 
commercial and noncommercial in markets with 14 or fewer full-power stations if 
the “cognizable interest” exceeds 50% of the commercial and noncommercial 
stations in the market. 

!/ 
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agreements (and the like). Mt. Wilson proposes revision of Section 73.3555(a)( l)(i-iv) 

and Note 2(k) as follows: 

2 73.3555 Multiule ownershiu. 

(a)(l) Local radio ownershi0 rule. A person or single entity (or entities 
under common control) may have a cognizable interest in licenses for 
commercial and noncommercial AM or FM radio broadcast stations in 
accordance with the following limits: 

(i) In a radio market with 45 or more full-power, commercial and 
noncommercial radio stations, not more than 8 radio stations in total and 
not more than 5 stations in the same service (AM or FM); 

(ii) In a radio market with between 30 and 44 (inclusive) full-power, 
commercial and noncommercial radio stations, not more than 7 radio 
stations in total and not more than 4 stations in the same service (AM or 

(iii) In a radio market with between 15 and 29 (inclusive) full- 
power, commercial and noncommercial radio stations, not more than 6 
radio stations in total and not more than 4 stations in the same service (AM 
or FM); 

(iv) In a radio market with 14 or fewer full-power, commercial and 
noncommercial radio stations, not more than 5 radio stations in total and 
not more than 3 stations in the same service (AM or FM); provided, 
however, that no person or single entity (or entities under common control) 
may have a cognizable interest in more than 50% of the full-power, 
commercial and noncommercial radio stations in such market unless the 
combination of stations comprises not more than one AM and one FM 
station. 

Note 2(k) to 5 73.3555: “Joint Sales Agreements” (including underwriting 
agreements and/or other self-styled agreements) with a licensee of a 
“brokered station” that authorizes a “broker” to selllundenvrite time for the 
“brokered station.” 

FM); 

3. Mt. Wilson recognizes that a commercial entity cannot own a 

noncommercial broadcast facility. The new rules, however, do not prohibit a commercial 

entity from entering into a Time Brokerage Agreement (“TF3A”)iLocal Market 

Agreement (“LMA”) or an underwriting agreement with a noncommercial entity and, 

I. \ I  124\00?VLD\Pn~~~on h o i  Reconsideration doc 
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thereby, effectively circumvent the cognizable interests limits. With respect to 

commercial stations, TBAsLMAs and JSAs are all deemed attributable interests; with 

respect to noncommercial stations, however, such agreements are not deemed 

attributable. In the case of a noncommercial station, the “JSA” probably would be titled 

an underwriting agreement - since noncommercial stations do not sell time. The adverse 

impact of a an underwriting agreement or TBAiLMA arrangement wherein a commercial 

entity is permitted to have a “cognizable interest in a noncommercial broadcast station 

without such “cognizable interest” being counted as an attributable interest undermines, 

indeed contravenes, the underlying public interest factor of preserving competition. 

4. The thrust of the new rules is to preserve competition, a problem 

arising from a level of consolidation wholly unanticipated. The Commission addresses 

the subject repeatedly throughout the June 2, 2003 Report and Order as illustrated by the 

following representative statements: 

“. . .numerical limits in the local radio ownership rule are 
“necessary in the public interest” to protect competition in local 
radio markets.” (7 239); 

“In the Policy Goals section, we explained how the public interest is 
served by preserving competition in the relevant media markets.” 

“Preserving competition for listeners is of paramount concern in our 
public interest analysis. . . it is critical to our competition policy 
goals that a sufficient number of rivals are actively engaged in 
competition for listening audiences.” (7 246); 

“The current system of counting radio stations thus enables a party, 
by taking advantage of the effects of the numerator-denominator 
inconsistency, to circumvent our limits on radio station ownership, 
which are intended to protect against excessive concentration levels 
in local radio markets.” (1 254); 

(7 241); 

L \I  124\003\PLDiPelition far Reconsideration doc 
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“In short, our experience with the contour-overlap system leads us to 
believe that it is ineffective as a means to measure competition in 
local radio markets. . . goals.” (7 263). 

5. The inequity of the contour-overlap methodology for counting 

stations was compounded by the failure to include noncommercial stations. In 

determining to count noncommercial stations in the “denominator,” the Commission 

explicitly acknowledged the competitive effect that noncommercial stations have in the 

market place, stating as follows: 

“. . .the current rule fails to account for the competitive 
presence of noncommercial stations in a market.” (7 241); 

“We also will include in the market any other licensed full 
power commercial or noncommercial radio station whose 
community of license is located within the Metro’s 
geographic boundary.” (7 280); 

“We find, however, that the rule improperly fails to consider 
the effect that noncommercial stations can have on 
competition in the local radio market. We accordingly 
modify the rule to count noncommercial radio stations in 
determining the size of the radio market.” (7 287) 

Surely, the explicit recognition that noncommercial radio stations are a competitive factor 

in the market logically requires that a “cognizable interest” in a noncommercial radio 

station also should be treated as an attributable interest for purposes of determining 

compliance with the limits set forth in Section 73.3555(a)( l)(i-iv). 

7. Indeed, not counting an attributable interest in a noncommercial 

broadcast station will permit a licensee to effectively circumvent the numerical 

proscribed limits. In paragraph 278 of the Report and Order, the Commission stated 

-5- 



“We believe, moreover, that we can establish safeguards to 
deter parties from attempting to manipulate Arbitron market 
definition for purposes of circumventing the local radio 
ownership rule.” 

The Commission’s primary concern - to preserve competition, should include 

establishing safeguards to deter parties from attempting to manipulate the numerical 

limits set forth in Section 73.3555(a)(l l)(i-iv) of the Rules. It is respectfully submitted 

that the proposed revisions will provide the safeguards to prevent circumventing the 

numerical limits of the Rules. 

8. The necessity for the modification of Section 73.3555(a)(l)(i-iv) and 

expanding the definition of a JSA to specifically include underwriting agreements is not 

hypothetical. Under the prior ownership rules, Clear Channel Communications (through 

its various subsidiaries) owned the maximum eight stations.2/ Notwithstanding its 

existing ownershipicognizable interest presence in the Los Angeles market, Clear 

Channel entered into an agreement with noncommercial station KUSC(FM), Los, 

Angeles, California in July, 2003. The press coverage reflects that the sale of all 

underwriting will be outsourced to Clear Channel; in return, Clear Channel will receive 

commissions with the percentage increasing if Clear Channel successfully solicits a new 

client. Irrespective of the title applied to the document, the 

“underwriting” agreement between KUSC and Clear Channel meets the definition of a 

JSA. Indeed, and subsequent to the adoption of the new rules, Clear Channel has 

See Attachment A. 

- *’ Under the new rules, Clear Channel will own and/or have cognizable interests 
many more than eight stations in the Los Angeles market. 



acquired a cognizable interest in a ninth station in the Los Angeles market. Clear 

Channel, however, is not in violation of the rules (old or new), since the rules (a) do not 

count interests in noncommercial stations in determining compliance with the limits set 

forth in Section 73.3555(a)( l)(i-iv), and (b) do not affirmatively equate underwriting 

agreements with JSAs. It is respecthlly suggested that this omission in the new rules 

was simply inadvertent. 

9. Could Clear Channel with its legion of stations persuade (or 

pressure) an advertiser to underwrite in lieu of purchasing advertising on a commercial 

station? Will KUSC be a stronger competitor in the market through its alliance with the 

Clear Channel? Undoubtedly the alliance will adversely affect competition and 

undoubtedly KUSC will be a stronger competitor and, concomitantly, Clear Channel's 

overall market presence will be stronger- all of which augurs for the Commission to 

include noncommercial stations in computing cognizable interests and equating 

underwriting agreements with JSAs. 

10. There is an old homily, the gist of which is as follows: 

". . . keep the Camel's nose out of the tent otherwise the 
whole Camel will end up in the tent. . . . I ,  

Absent adoption of the proposed revisions, the Clear Channels of the world will 

have their respective noses in the tent- the consequences of which will lead to 

commercial licensees having cognizable interests exceeding the limits set forth in the 



ru1es;l’ commercial licensees controlling the “underwriting” of hundreddthousands of 

noncommercial stations; and commercial licensees having the opportunity to exercise at 

least some degree of operational control over noncommercial stations. Absent adoption 

of the proposed revisions, the winners will be the Clear Channels of the world and the 

loser will be the public interest - those who believe in preserving competition. 

Respectfully submitted 

Cohn and Marks 
1920 N Street. N.W. 
Suite 300 
Washington, DC 20036 

Counsel for Mt. Wilson FM Broadcasters, Inc. 

(202) 293-3860 

Date: September 4,2003 

- 3’ Presumably (and as in the case of the Clear ChanneliKUSC partnership in the Los 
Angeles market), these types of “underwriting” agreements will more likely occur 
in the markets where the Clear Channels of the world already have the maximum 
permissible cognizable interests. 
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PRESS COVERAGE OF CLEAR CHANNELKUSC 
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Radio Business Report" 
Radio News 
Click on the banner to learn mom 

CC TraM"c/LA selling for non-comm KUSC 
The LA Times reports Clear Channel TrafficLA has added The University of Southern California's 
non-comm KUSC-FM to its sales offering. Classical KUSC is outsourcing the sale of underwriting 
announcements. 

From the story: "The sales staff of Clear Channel's traffic division gets the task of drumming up 
underwriting support for KUSC. Because local public stations KKJZ-FM (88.1) and KPCC-FM (89.3) 
subscribe to the traffic service, the sales staff already knows what types of messages are compatible 
with public-radio stations. In addition, the length and tone of the underwriting messages are very 
similar to the sponsorship announcements tagged onto the traffic reports. 

'When you drill down you see the synergy there, John Quinlan, GSM for Clear Channel Traffic told 
the paper. "We're used to dealing with nonprofit radio stations, so we understand the limitations with 
messaging. It's not a real standard advertising message. 'Go out and buy a 99-cent cheeseburger.' " 

KUSC retains right of refusal on sponsors and messages, and each side can bow out of the deal with 
60 days' notice. As an ancillary, both sides agreed to work together promoting music education in 
public schools. 

S l t N  UP New readers can receive our RBR Morning Epaper 
HERE FREE for the next 60 Business days! 

Have a news story you'd like to share? radionews@hr.com 

Advertise with RBR I Contact RBR 
0 BO3 Radio Business RcporL All righe raeved 

http://www.rbrepaper.com/epaper/pages/july03/03- 132 news5. html 07/08/2003 
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www InsideRddia cam Tuesday, July 8, 2003 

by Tom Taylor NEWS Page 3 d 5 

The tell-all “Smoking Gun” feature hits radio, for Blink and other lntinity stations. This actualy isn’t a 
Viacorn synergy deal. since Court TV -- which will create vignetles based on “TheSmoking(;un.com“ - is 
owned by AOL Time Warner and Liberty Media. The immediate beneficiary is “Blink” WNEW in New York. 
Smoking Gun specializes in unearthing sensational documents about celebs and poliiiclans. 

Clear Channel buys the “Dream” smooth iazz format in Fort Myers, replacing “Real Radio.” 
The changes are part of a bigger format realgnment on Florida’s Gulf Coast. “Cat Country” WCKT moves 
Itom 107.1 FM to 100.1  FM - from a 50-kw signal to a 100-kw signal. That should give It better coverage 
in Collier County, FL. The shufile leaves talk ”Real Radio” WRLR-FM (100.1) the odd station out, since the 
%at Country” format WSl be simulcast on both signals until July 14. After that. a smooth Jazz station will 
debut on 107.1 lhanks lo a deal CC reached with Bel Meade Broadcasting. Clear Channel is buying the 
“Dream” smooth jazz format and the WORR call letters. which il will put on the 107.1 frequency. 
Bel Meade will debut a new format on 98.5. to replace “Dream.” 

Museum of Television and Radio president Robert Batscha dies of cancer at 58. Batscha had been 
president of the Bill Paley-founded Museum since 1987. working to expand its collections arid opening a 
second branch in Beverly Hills. In his Iwo decades al MTR its collection grew from 5.000 pieces IO m i e  
than 120.000 - and now covers cable and satellite. Batscha died Friday a!ler a long battle with cancer, 

Phoenix rock personality Dave PMtt goes country, to do mornings on KMLE. Pratt was Ihe market’s 
“mornlng mayor” on Sandusky rocker KUPD for 20 years. then hlned Iniintty’s modern rock KZON last year 
!or afternoons. Now he’s doing wakeups again - this time on lnfinly’s “Camel Country 108:‘ Replacing 
him at ‘The Zone” is Gregg Paul. who’s been doing the daity “Politically Incorrect, Yet Touching Moment:’ 

L.A. non-corn UUSC turns to Clear Channel to set1 undetwflting announcements. In a tlrsl-of-its-kind 
deal, Clear Channel will handle underwriling ad sales for a non-com -- the University of Soulhern 
Calllornia’s classical KUSC (91.5). GM Brenda 6arnes says Ihe partnership will allow KUSC lo tocus on 
programming. while leaving the sales calls to Clear Channel. It’s been increasingly difficun !or the small 
marketing staff to do thal job effectively. as corporations have cut back on donations. Barnes says KUSC 
will liml underwriting to no more than one and a haR minutes in any one hour. The new arrangement 
expands Clear Channel‘s partnershb with KUSC lo encourage music education In the public schools. 

“Infinity Solutions & Beyond” is the newest radio-based multi-plattorm sales effort. While Viacorn 
Pius has had success in landing dollars !or the company, it hopes the n w  “ISE?” will attract new advertisers 
who aren’t using radio. ISB will pitch not only buys across Inlinily’s 180 radio stations. but also multi-plat- 
form promotions like live events. in-store programs. guerilla tactics and outdoor. lntinity spokesman Dana 
McClitock says IS6 will work with Viacom Plus to pul together the radio components of cross-media deals. 
as well as sell padages on Rs own. The difference being that with ISB, radio will be the cornerstone - not 
just another piece of the puzzle. The in-house sales team is headed by EVP/marketing David Goodman. 
and is run day-lo-day by EVP Richard Lobel, who joins lntinity from CC Entertainment. 

American Media Services LLc 



C C b s  Angela 2b Handle 
SponsorsE~ For KUSC 
Unjerwriting deal irk Mt. Wilson FM Broadcasters 

The University of Southem Caii- 
fomia has partnered with Clear 
Channel in a firstof-itskind ar- 
rangement that enables the 
company's Los Angeles sales staff 
tohandleallof the sak and under- 
writing fa mnconunercial Cl&- 
cal KusuLOs Angela. 

The deal. officially d e d  Mon- 
day,erwblesKUSCsstafftofocus 
I t s  efforts on content incms? the 
s t a t h ' s  d t y  service com- 
I n ibnmtandcmt inueSoU~ 
pmgrams as mpnijng mraicedw 
cation in the schwls, university of 
SarthemCalifaniaRadioPdtYlt 
BradaBamessaid. 

KUSC relies on Umdenvriting for 
mughly u)9825% of its annual in- 
come. f i e  remaining 75%-80% of 
the station's opfnting budget will 
c o n h e  to come fmm listener sup 
Pa 

Further explaining why Clear 
Charmd was mtraded to handle 
her shbon's underwriting efforts, 
Barnes told the Los Angeles Times 

and has too much hrrmver to &- 
tively attract businesses that are 
willing to support the station's pm- 

that her marketing staff is too small 

g r a m & .  "It's not a huge effort 
for then, but it makes a big d i k -  
ence for Kosc," she said. "Ihe bot- 
tom line is that nothing changes for 
the listener." 

Announcements p~esenlly take 
upjust 90 secadsperhw d e r -  
writingmesagesacrmrntforhalfof 
the m e m p  aired during that time 
Clear Chumel winget canmisim 
faeachsponsor it attracts to Kusc. 
with ttie m t a g e  iraeas6ng if it 
brmgs on a new underwriter. 

The deal also calls for Clear 
channel and usc to team to pro. 
mote music education in public 
schwls thmughout Southern Cali- 
fornia. Barnes said Lhe arrangement 
could add an additional Sw1,ooO 
per year tu the $1.5 milliml in un- 
denvriting KUSC abacta annually 

KFSC/Palm Springs, KFAC/Santa 
Barbara and KCPBIThousand 
oaks. CA. 

News of the C ~ C U  C h a r U ~ l - K  
arrangement brought swift teadm 
from Mt. W h n  FM Bmdcastem 
Resident/CM Saul Levine. Levhe, 
whose company OWN) m:mrdal 
Classical KMZT (K-Moza::.t)/LA., 

KUSC c Sew Page 14 

K u r s  programming a h  airs on 

JULY 11. 2 0 0 3 -  

- 
llwc 

Canllnued fnnn Pape 3 

told II&R that he's tdkhg to his 
company's FCC attorneys and 

&e mnqMcn toclear Channevs 
involvement with Kusc. Levine 
contended elat the deal amounts 
not d y  baaat Channel geuinga 
ninth stahmlA., but also toan. 
other attempt by the wnpny to 
dcive Mt WJson out ofhsinebs. 

"Clear Channel has bim after 
me, trying to get our mom .and-pop 
business out of business. and we 

going to &it," Mine said. 
Ihe~ofclearolannd6euing 
classical is SbSuKi. my M I d -  
ing for ways to drive u9 out ofbusi- 
ness, and we'remad as hell and not 
goin% to takeit We want the FCC 
to protect us from this e3regious 

may also seek help from the De- 
m e n t  of Justice on the m a k  

plansto&faaalopposili@nWith 

type of behavior." L c v i  said he 



UZl/ZS/UJ HKI 10:04 FAX 31(14443ZZJ SAUL LEVINE 

Clear Channel Explores 
Noncommercial Fhntier ! 

neFCChas not+ned m w w  
m&a+Msm 
b-wadl- the deal. which may give the 

Ashtwashearduound the nation's largest radio owner 
noncommerciaf-radio world business beyond what it on 
reen~,,whenCIearChannel'~ write at i t3 eight local stations, 
Los Angeles operations and butthemovehmediatelydrew 
Univmity of Southem C1wor- 6re from Saul Levine, owner of 
nia chsieal wtlet K W / h  c m b s ~ c a n m m d a l ~  
Angels forged a partnership KMZT. Lwine has W y  aiti- 
under which Clear Channel dzed tfie arranmnenf and is 
handle, KUsC's underwriting 
business. 

! 
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collc81115, buttfie p h # w ! d l s i p d ~ l s  

me a phone mdw to Cali?'' 
have been 'Tell us how it Worw and 'CaR you 

Clear Channel Explores Noncommercial Frontier 
wrnkssmw 

CammhanPagSl charadenzenotasajcinisaksage p r o g r a m g  and underwrihng 
ment,butmakintoarepfflen- kngcugelhpse"spds"amlimikd 

pbnrung legal action (sea s h q  this tatim d e d  No KUSC staff was d b  to 15 mnds and must meet three have talren on the challenge If we 
Page) p l d , a n d S h e f a w i l l c d t w i t h  criteriz%remustbenoqditative weren't d i d e n t  that thewasan 

appehtein the marketingcouununi- KUSC's motive for si@g the Clear channel s h f h  to thw help infamation ("The best wid@ on 
mntract. whxh went into 
effect 1uly 1. was simple: 
Though the stahon has 
$1 1 d i m  m corporate 
sponsor agreements in 

torIUnderwntmg Abe 
Schefa was havme a hard 
tune genera- more 111- 
come Condtant I& 

place for mm, Dnw- 

master the nuances i f  
KUSC's underwriting 
policies aM1 approach-. 

The distinchon is cnh- 
cal, because, under the 
new K C  des ,  JSAs are 
included in an owner's 
station munt in a market. 
If the rules arz ultimately 
upheld, a JSA with KUSC 

the planet"), no pricing 
intormation and no calls 
to action. 

"We'll sal control all 
of that, just as we have 
before," Barnes says. 
"he map difference is 
that Kusc staff m& 
won't be the ones out on 
the street talking to cli- 

ty of Southern California 
to demonstrate support 
for KUSC and also, at the 
same hrne, reach its very 
loyal. affluent audience. 
We're in the 'show me' 
stage for Bmda ri$t now, 
nnd I feel a tremendous 
smse of obligation tn her 
and to the team at KUSC. 

KUSC PlesidentIGM Brenda lkmes toomany properbesin LoSAngeles. channel." 
that Bamff meet, with Clear Chan- Barnes maintains that KUSC is Ratuuy's fivemember core team 
ne1 SI. W/West Coast Charlie Ra- keeping mho1 ova underwriting hasn't written any business for 
hilly, and the two sides ultimately messages toensure that what'sprc- KUSC yet, but he's brimming with 
inked an arrangement that they vidediscmsistentwithtkstation's contidence. Hesays, 'We wouldn't 

of what they've been able 
to do in underwriting and have this 
be a real succe6s. That's what our 

ery h g l e  client that we do business 
with, sharing this capability and 
then getting deaL closed.'' 

If KUSC mches its revenue goals, 
it plans to cap the amount of under- 
writing that will be used for its op 
mting budget and d&te the rest, 
apartfrom fundscontrachdbyboth 
parties for contributioru to music 
educi t io~  to support the station's 
endowment 

KCFsdedsiontotakead%antdge 
of Clear Channel's 100-member 

folks are f m w d  on: tauring to W- 

Sonthan Calikmi. ula fnrn >mi 

riwity from other nonwmmd 1 
stations around the country. She 
sap, "Abe attended a pblicqadio 
fundraismg and b w W w e l o p  
m a t  conierence the week aka thi 
was announced, and he was inw 
dated by people who wanted to 
know about the relationship. I ex- 
pected more people to raise q u e  
tim orconceemsbut the phonecalk 
and e-maik have beRl Tell w how 
it works' and 'Can you give me a 
phone number to callT" 

Rahilly says he's received six to 
eight queries from noncunun win- 
dow-rhoppers.Wifheewisim : 
adouttopursuenonc0nunbu.i- I 
ne% nationally, he says, "Make no 
mistake: I'm a rabid capitabt. Rut I I 
redy see this a an opprtuniri (31 I 
flearthanneltoseme twop~IL~~d 
what ow:o~~~crylcuksto b r w b  1 
acto ha772: !c:al&n md ;3iwdy 

"If we a n  create ii :A%whiU 
thathelpsmainiainKUX m d h e i ~  
build an endowment to emure its 
survival and its thriving into the fu. 
ture, then we've really served both 
of hem. Wecanpickupafewshek- 
els along the way and, at the same 
time, usem haffic--sales fmtoex-  
b , . p i ; + l n  rn4hnrIm...l l ( . . . , . 'mT.. .  



hilly, and the two sides ultimately mka& to mum that what'spm Kusc yet, but he's brimming with 
inked an arrangement that they videdisconsistentwiththesbtion's ronMerrcE. He my" "We wouldn't 

folks are foorsed on: tamg to ev- 
erysingleclientthatwedobusiness 
with, sharing this capability and 

IfKUSCwchesitsrevRluegoals, 
it p h  to cap the amount of under- 
writing that will tw used for its op- 
eratingbudgetanddte themt, 
apart h m  funds contrattRd b:;bnth 
parties for contributicns to music 
education, to support the station's 
endowment. 

then getting deals dosed." 

KLISC'sd&im tu lakeadvantage els along the way and at the same 
of Clear Channel's IW-member the,useourhaEic-desfomtoex- 
Southem Califomia salej forre and tend it to another level. If we're sue 
allow bundling of ie sponsorships crssful, I'd love to see it grow in 
with mmmerdal-duster packages is tern of the number of markts we 
another sign of the emerging hscal empIoy it in." 
mativity a-9 the aa&ill radio DespitethPcuriositydotherm 
p 5 n ~ n ~ W Q X J V N e w Y c q k . d  comms, Barnes believes other sta- 
by the New York Tme CO, m t l y  tions alp sIiU unsure wheiher a sim- 
embarked on a md.4miness ven- ilar plan would be right for thea 
true when it financed a CD by the However, she adds, %ert are 0th- 
celebrated olchetn of St Luke's/ er people who are ready to explom 
St.Luke'ssChamberEnzan&(R&R it pretty quickly, and they say, 'I 
6/20), thinkthi a great mow and a really 

Barnes reports that the Clear good possibility for the future of 
Channel initiative has attracted cu- public rad~o."' 


